JURNAL ECONOMINA e-ISSN: 2963-1181

Volume 5, Number 8, August 2026
Homepage: ejournal.45mataram.ac.id/index.php/economina

Utilization Of Sharia Digital Marketing In Marketing Pink Rice
In The One Islamic Boarding School One Product (Opop) Pro-
gram

Erika Royatul Mudfiddah'”, Ahmad Syafi'i SJ?, Haniatul Mukarromah®
123 Sunan Giri Islamic Institute, Indonesia

* Corresponding Author: erikamufidha0024@email.com

Article History ABSTRACT

Received: 27-07-2026 Advancements in information technology have driven the use
Revised: 07-08-2026 of digital media as a marketing strategy to enhance product
Published: 30-08-2026 competitiveness. This study aims to analyze the implementa-

tion of Sharia-compliant digital marketing for "Pink Rice" un-
der the One Pesantren One Product (OPOP) program at the
Darul Falah Islamic Boarding School. A descriptive qualita-
tive approach was employed, utilizing data collection methods
such as interviews, observation, and documentation, with
analysis conducted via source triangulation. The findings indi-
cate that implementing Sharia-compliant digital marketing
yields benefits by expanding market reach, boosting product
competitiveness, and supporting the economic empowerment
of the Islamic boarding school. Further-more, this strategy
opens up broader business develop-ment opportunities, alt-
hough challenges remain regarding resource limitations, digi-
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INTRODUCTION

The development of information and communication technology has transformed var-
ious economic activities, including the way businesses market their products. Marketing, pre-
viously conducted conventionally, has now shifted to digital media through social media,
marketplaces, websites, and various online platforms. These changes provide broader oppor-
tunities for businesses to introduce products, expand market reach, and increase competitive-
ness more effectively and efficiently. According to a report by We Are Social and Meltwater
(2025), Indonesia has more than 212 million internet users, or approximately 74% of the total
population, while the number of social media users has reached more than 143 million people.
This condition indicates that digital media has become a very potential tool in supporting the
marketing activities of various types of businesses.

The use of digital technology has also had a significant impact on the development of
Micro, Small, and Medium Enterprises (MSMES). Data from the Ministry of Cooperatives
and SMEs of the Republic of Indonesia (2024) shows that Indonesia has approximately 65
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million MSMEs, contributing more than 60% to Gross Domestic Product (GDP) and absorb-
ing a large portion of the national workforce. However, the adoption of digital marketing
among MSMEs remains suboptimal, resulting in many businesses being unable to fully utilize
digital technology to expand their markets and improve their product competitiveness.

From an Islamic economic perspective, marketing activities are not solely directed at
profit but must also be implemented in accordance with sharia principles. Sharia marketing
prioritizes honesty, openness, fairness, trustworthiness, and responsibility, thereby building
long-term consumer trust. Conversely, the practice of information manipulation, excessive
promotion, or actions that harm consumers are not permitted within the concept of sharia
marketing (Iswanto et al, n.d.). With the development of information technology, these prin-
ciples are then implemented through sharia digital marketing, which combines the use of digi-
tal media with Islamic economic values.

The concept of Islamic digital marketing has strong relevance in supporting the eco-
nomic empowerment of Islamic boarding schools (pesantren). Currently, Islamic boarding
schools function not only as religious educational institutions but also as centers of economic
activity through various productive business units. One program supporting the economic
empowerment of Islamic boarding schools is the One Pesantren One Product program.
(OPOP) initiated by the East Java Provincial Government. This program aims to encourage
each Islamic boarding school to produce superior, competitive products, thereby increasing
their economic independence while empowering the surrounding community (Novitasari,
2024). One of the main pillars of OPOP is Pesantrenpreneur , a program empowering Islamic
boarding school cooperatives to produce halal products that can compete in local, national,
and international markets (Sifwatir Rifah & Ahmad Badrut Tamam, 2025).

One of the products developed through the OPOP Program is Pink Rice, produced by
the Darul Falah Islamic Boarding School business unit. This product has distinct characteris-
tics compared to regular rice, giving it the potential to become a flagship product for Islamic
boarding schools. However, this potential has not been fully realized through a marketing
strategy capable of reaching a wider market. Therefore, an effective marketing strategy is
needed to increase the product's added value and enhance the competitiveness of Islamic
boarding school businesses.

Sharia-compliant digital marketing is an alternative strategy that can be used to ex-
pand the marketing of Pink Rice. Through the use of digital media, product information can
be delivered more quickly, widely, and efficiently, without being limited by geographic loca-
tion. Furthermore, the application of Sharia-compliant values in the marketing process offers
a distinct advantage by increasing consumer trust in product quality and business ethics. Thus,
Sharia-compliant digital marketing serves not only as a promotional tool but also as a means
of building a business image based on Islamic principles.

Various previous studies have shown that digital marketing plays a role in increasing
sales, expanding market reach, and strengthening the competitiveness of MSMEs. However,
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most of these studies focus more on the effectiveness of digital media use in general without
linking it to the implementation of sharia principles in the marketing process. Research on
sharia digital marketing in Islamic boarding school business units is also limited and generally
only examines general promotional strategies or economic empowerment of Islamic boarding
schools, without specifically analyzing how sharia values are applied in the digital marketing
activities of a flagship Islamic boarding school product. Furthermore, research examining the
implementation of sharia digital marketing in OPOP Program products, specifically Darul Fa-
lah Islamic Boarding School Pink Rice, is still very limited and therefore does not provide a
comprehensive picture of the practices, benefits, and challenges of its implementation. This
difference is the novelty of this study compared to previous research.

Based on these conditions, this study aims to analyze the use of sharia digital market-
ing in the marketing of Pink Rice in the One Pesantren One Product (OPOP) Program at the
Darul Falah Islamic Boarding School. This study is expected to provide an overview of the
implementation of sharia digital marketing, the benefits obtained from marketing activities,
and its contribution to increasing product competitiveness and strengthening the economic
independence of Islamic boarding schools. The results are also expected to serve as a refer-
ence for Islamic boarding school managers, sharia-based business actors, and academics in
developing digital marketing strategies that are effective, sustainable, and in accordance with
economic principles.

RESEARCH METHODS

This study uses a qualitative approach with a descriptive research type. Qualitative re-
search has become an increasingly important approach in social studies because of its ability
to explore the deep meaning of complex and contextual phenomena. (Anggun Septia N, 2025
(1), nd.). A qualitative approach is employed to gain an in-depth understanding and descrip-
tion of phenomena based on actual conditions in the field. According to Sugiyono (2013),
qualitative research is a method grounded in post-positivist philosophy, used to examine ob-
jects in their natural state, with the researcher serving as the primary instrument for data col
lection. The qualitative approach was chosen because it can provide a deep understanding of
the application of sharia digital marketing in the marketing activities of Pink Rice as a flag-
ship product of the One Pesantren One Product (OPOP) Program. Through this approach, re-
searchers can systematically examine and describe the marketing strategies implemented,
while examining their compliance with the sharia principles that form the basis of the market-
ing activities of Islamic boarding school products.

The research was conducted at the Darul Falah Islamic Boarding School business unit,
which manages and markets Pink Rice through the One Pesantren One Product (OPOP) Pro-
gram. To obtain valid and comprehensive data, this study employed data triangulation tech-
niques, including interviews, observation, and documentation. The use of triangulation aims
to increase data credibility and generate a deeper understanding of the phenomenon being
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studied. Triangulation is a multi-method approach that allows researchers to obtain infor-
mation from various sources and perspectives, allowing for more accurate data verification.

The data collection process began with in-depth interviews with informants directly
involved in Pink Rice marketing activities. The primary informants in this study were the
team responsible for digital marketing activities. The interviews also gave researchers the
flexibility to adjust questions and the flow of the conwversation based on the participants' re-
sponses.(Romdona et al., n.d.-a).

In addition to interviews, researchers also conducted direct observations of the imple-
mentation of digital marketing conducted by Islamic boarding school business units. Observa-
tion is considered a pure approach because it involves direct observation without having to
change or intervene in existing conditions, so that the resulting data is more natural. (Romdo-
na et al., n.d.). This observation aims to obtain a real picture of the marketing strategy imple-
mented, the use of digital media, and interactions that occur in the product marketing process.
Researchers also collected various supporting documents, such as photos of activities, social
media posts, marketing data, and other documents related to the marketing activities of Pink
Rice.

Data obtained through interviews, observations, and documentation were then ana-
lyzed by comparing and matching information from various sources. Interview results were
verified with observation and documentation findings to obtain a more comprehensive picture
of the application of Sharia digital marketing in Pink Rice marketing. If discrepancies were
found, researchers reconfirmed with relevant informants to ensure data accuracy. Through this
triangulation process, it is hoped that the research results will reflect the actual situation and
have a high level of reliability.

By using a descriptive qualitative approach and data triangulation techniques, this
study is expected to provide a comprehensive picture of the use of sharia digital marketing in
increasing the marketing of Pink Rice through the One Pesantren One Product (OPOP) Pro-
gram, while also contributing to the development of marketing strategies for Islamic boarding
school products based on sharia values.

RESULTS AND DISCUSSION

The results of the study indicate that the implementation of sharia digital marketing in the
marketing of Pink Rice through the One Pesantren One Product (OPOP) Program at the Darul
Falah Islamic Boarding School has been implemented through the use of various digital me-
dia as a means of promotion and communication with consumers. This strategy allows the
Pink Rice product to be known to a wider community, so that the marketing reach is no longer
limited to the area around the Islamic boarding school. In line with the increasing use of the
internet and mobile devices, the use of digital platforms provides greater opportunities for
business actors to expand the market and increase the effectiveness of marketing activities
(Yuswardi & Wang, 2025). This study also found that the application of sharia principles in
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digital marketing activities, such as honesty in conveying product information, transparency
regarding quality and price, and friendly and responsible service, plays a significant role in
building consumer trust. This trust encourages increased public interest in Pink Rice and has a
positive impact on business development. Thus, the implementation of sharia digital market-
ing not only supports marketing expansion but also strengthens business competitiveness
through the application of business values in accordance with sharia principles. In marketing
Pink Rice, we utilize several digital media, such as WhatsApp Business, Instagram, Facebook,
and marketplaces. These media were chosen because they are easy to use and can reach a
wider range of consumers than conventional marketing.(Sahila Fikria, 2026). Based on Based
on interviews and observations, Pink Rice marketing activities have utilized several digital
platforms, namely Instagram, TikTok, and WhatsApp. Instagram and TikTok are used as
promotional media to disseminate information about the benefits, quality, and superiority of
Pink Rice through photo and video content. Meanwhile, WhatsApp is used as a means of di-
rect communication with consumers, both to provide product information, receive orders, and
provide customer service. The selection of these digital media is based on the high level of
social media usage among the public and its ability to reach a wider consumer base at a rela-
tively affordable cost. Social media has proven effective in disseminating information, obtain-
ing customer feedback, and building relationships with target audiences and industry stake-
holders at minimal cost.(Ispatrinov et al., 2025).
Figure 1. Pink Rice Pamphlet
N (BERASPINK )

Source: documentation of pink rice pamphlet

Promotional activities are also supported by the use of digital pamphlets containing in-
formation about the product, benefits, prices, and ordering contacts. The pamphlets are dis-
tributed through social media and WhatsApp, making it easier for the public to obtain infor-
mation about Pink Rice. With a good understanding of design, placement of visual elements,
and the messages conveyed in the pamphlets, the community can be more effective in pro-
moting local products or small and medium enterprises they own (Farlina et al., n.d.). The use
of digital media integrated with promotional pamphlets demonstrates an effort to increase
marketing effectiveness and expand access to information to potential consumers.

Social media plays a crucial role in supporting the marketing of Sharia-compliant Pink
Rice. Besides serving as a promotional tool, social media also serves as a communication me-
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dium, enabling direct interaction between business managers and consumers. Social media
allows interaction, promotion, and product introductions both online and offline (Sefthian et
al, n.d.). Through various digital platforms, product information can be disseminated quickly
and easily, reaching a wider audience.

In practice, marketing conducted through social media still adheres to Sharia princi-
ples. Sharia principles are the level of comparison between the expected value of a product or
service that should be in accordance with Sharia and the reality received (Arifin et al, n.d.).
Information conveyed to consumers contains product descriptions that reflect actual condi-
tions without any manipulation or misleading information. Delivering information honestly
and transparently is one way to build consumer trust and create a good relationship between
producers and customers. Information sourced from business actors is very influential, espe-
cially in the form of advertisements or labels.(Ninik Azizah, 2024 n.d.)

Furthermore, communication features available on social media and WhatsApp make
it easy for consumers to obtain information, ask questions, and provide feedback regarding
products. This direct interaction contributes to improving service quality and strengthening
customer loyalty to Pink Rice.

The marketing success of Pink Rice is not only supported by the use of digital media,
but also by the quality of the product packaging. Based on observations, Pink Rice is pack-
aged with a neat, attractive, and informative design, thereby increasing the product's appeal to
consumers. Attractive packaging can attract consumers' attention and consideration towards
MSME products when purchasing them. (Sri Soedewi et al., n.d.). The packaging used serves
to maintain product quality, protect the rice during storage and distribution, and make it easier
for consumers to recognize the product.

Figure 2. The following is documentation of pink rice packaging.

)

™

Source: Documentation of pink rice product packaging
The packaging includes clear information about the product's identity, benefits, and
ordering information. The professional packaging also supports digital promotional activities
by enhancing the aesthetic value of marketing content uploaded through social media. There-
fore, good packaging is a factor that supports the marketing effectiveness of Pink Rice and
strengthens the product's image as a superior product of the Darul Falah Islamic Boarding
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School. Packaging can contribute to a company's brand image, making it a recognizable cor-
porate identity.(Farwita Samuddin et al., 2018).

The research results show that the implementation of Sharia-compliant digital market-
ing offers significant opportunities for developing the marketing of Pink Rice. The use of dig-
ital media allows the product to reach a wider audience, regardless of geographic location.
Furthermore, the product's identity, originating from an Islamic boarding school (pesantren)
environment, and the application of Sharia principles in its marketing process, provide added
value, boosting consumer trust and interest.

On the other hand, several challenges remain in the implementation of Sharia digital
marketing. These challenges include limited human resources with digital marketing man-
agement skills, the need to maintain consistent promotional content creation, and competition
from similar products that are already well-known in the market. Therefore, efforts are needed
to improve the competency of business managers, strengthen digital promotion strategies, and
develop more innovative marketing content to optimize the use of digital media. The content
development process involves analyzing needs, designing, and evaluating content effective-
ness based on digital metrics and user feedback. (M. Farid, et al., n.d.).

Overall, the implementation of sharia-compliant digital marketing in the marketing of
Pink Rice through the OPOP Program has had a positive impact on market expansion, in-
creased consumer confidence, and strengthened the economic independence of the Darul Fa-
lah Islamic Boarding School. The integration of digital technology and sharia-compliant val-
ues is a strategy with the potential to support the sustainable development of Islamic boarding
school businesses in the future.

Source: Marketing documentation for pink rice products
Previous research has shown that the use of digital marketing has a positive impact on
improving the marketing performance of various businesses. Most studies conclude that the
use of social media, marketplaces, websites, and other digital platforms can expand market
reach, increase sales, strengthen relationships with consumers, and enhance product competi-
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tiveness. These findings demonstrate that digital marketing has become an effective market-
ing strategy in addressing technological advancements and changing consumer behavior.

However, there are several differences in focus from previous studies. Some studies
solely focus on the effectiveness of digital media as a promotional tool without linking it to
the application of sharia principles in marketing activities. Other studies focus more on gen-
eral MSME development strategies, while studies on the implementation of sharia digital
marketing in Islamic boarding school business units are relatively limited. Furthermore, re-
search on the One Pesantren One Product (OPOP) Program generally focuses on empowering
Islamic boarding school economies, developing student entrepreneurship, or improving prod-
uct quality, without in-depth examination of how sharia digital marketing strategies are ap-
plied to marketing superior Islamic boarding school products.

Based on this comparison, this study differs from previous research because it not only
examines the use of digital media as a promotional tool but also analyzes the implementation
of sharia values in every digital marketing activity. This study also focuses on the marketing
of Pink Rice as a flagship product of the One Pesantren One Product (OPOP) Program at the
Darul Falah Islamic Boarding School. Thus, this study integrates three main aspects: digital
marketing, sharia marketing principles, and the economic empowerment of Islamic boarding
schools through the OPOP Program. This approach is expected to provide a more comprehen-
sive picture of effective digital marketing strategies that are also in accordance with Islamic
economic values.

CONCLUSION AND SUGGESTIONS

Based on the research results, it can be concluded that the implementation of sharia digi-
tal marketing through the One Pesantren One Product (OPOP) Program at the Darul Falah
Islamic Boarding School (PPD) plays an effective role in increasing the marketing of Pink
Rice. The use of various digital media can expand market reach, increase product awareness,
and facilitate communication with consumers. The application of sharia principles in market-
ing activities, such as honesty, transparency, trustworthiness, and responsibility, also contrib-
utes to building consumer trust and strengthening the competitiveness of the pesantren's prod-
ucts.

The implementation of Sharia digital marketing is also reflected in the delivery of product
information that is honest, transparent, and in accordance with actual conditions. This practice
aligns with Sharia principles, which emphasize honesty, trustworthiness, and responsibility in
marketing activities. Furthermore, the use of digital pamphlets and attractive and informative
product packaging contributes to promotional effectiveness and increases consumer trust in
Pink Rice, a flagship product of the Darul Falah Islamic Boarding School.

This study also found that the implementation of sharia-compliant digital marketing
offers significant potential for expanding the market and increasing the competitiveness of
Islamic boarding school products. However, several challenges remain, such as limited human
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resources for digital marketing management, consistent promotional content creation, and
competition from similar products in the market. Therefore, strengthening the capacity of
business managers, improving the quality of digital promotions, and developing more innova-
tive marketing strategies is necessary to ensure optimal and sustainable utilization of sharia-
compliant digital marketing.

Overall, the implementation of sharia digital marketing through the OPOP Program has
been an effective strategy in supporting the marketing of Pink Rice, increasing consumer
trust, and strengthening the economic independence of the Darul Falah Islamic Boarding
School.

Based on the research findings, Darul Falah Islamic Boarding School is advised to in-
crease human resource capacity through digital marketing training, optimize social media
management with more creative and consistent content, and expand collaboration with mar-
ketplaces and business partners to expand marketing reach.

For future researchers, this study can serve as a reference for developing studies on sharia
digital marketing for superior Islamic boarding school products and Sharia-based MSMEs
with a broader scope. It is also recommended that future research utilize different approaches
or methods, such as mixed methods or quantitative research, to gain a deeper understanding of
the effectiveness of sharia digital marketing in improving marketing performance and em-
powering the Islamic boarding school economy.
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